This "Communicating the Message" module provides ten strategies to assist prevention practitioners and advocates as they design and disseminate prevention messages. Specific information is provided to highlight the different strategies needed when targeting audiences such as community members, the media, policy makers, and funders. Emphasis has been placed on identifying gender-sensitive ways to both communicate information and to target specific audiences. Communicating the Message is a component of the UNAIDS Resource Packet on Gender & AIDS, which includes additional modules, fact sheets, and an almanac.
Communicating the Message I t can be a challenge to identify a target audience, adapt a prevention message to fit that audience, and find a successful way to communicate your message. The 10 strategies that follow were drawn from various international, national, and local organisations based on their research and experiences with information dissemination. Please adapt these strategies to fit the specific social and Please adapt these strategies to fit the specific social and Please adapt these strategies to fit the specific social and Please adapt these strategies to fit the specific social and Please adapt these strategies to fit the specific social and cultural needs of your tar cultural needs of your tar cultural needs of your tar cultural needs of your tar cultural needs of your target audience. get audience. get audience. get audience. get audience.
Emphasis has been placed on identifying gender-sensitive ways to target specific audiences and communicate information. The gender characteristics of your target audience may influence the way you develope your message, the time and place your message will be most effective, and the method you choose to disseminate your message.
In addition to outlining 10 general strategies for effectively communicating HIV/AIDS prevention messages, this module provides specific information for practitioners interested in communicating their message to audiences such as community members, the media, policy makers, and funders. These target audiences are often the focus of HIV/AIDS prevention information. For this reason, they are given special attention here:
-Community members
Community members Community members Community members
Community members are individuals in a defined community to whom you are interested in providing prevention information in the form of one-on-one communication, education workshops, or public forums, such as town meetings.
: 2) 2) 2) 2) 2) Know your subject matter / Identify Know your subject matter / Identify Know your subject matter / Identify Know your subject matter / Identify Know your subject matter / Identify your message your message your message your message your message
In order to convey a message effectively, you must first be well informed. Take time to research your topic to ensure that you are knowledgeable and comfortable with the subject matter. Identify whether or not previous prevention messages were successful, so you can learn from those efforts. Conduct a needs assessment of your target audience or use existing resources (i.e., local or national data) to determine where prevention efforts are most needed. Be sure to keep gender in mind while conducting your research (e.g., gather data on both males and females).
3) 3) 3) 3 u Identify positive and enabling characteristics of the community. This information will help you target your message and will also provide insight as to why the community members may make certain health decisions that can influence your message.
:
The media:
The media: The media:
u Identify which media outlets have traditionally covered HIV/AIDS stories.
u Be aware of any current HIV/AIDS media campaigns that are underway. Avoid communicating identical messages from other campaigns; rather, add to or build on their messages to expand the media coverage.
u Compile a list of reporters, journalists, and media outlets that traditionally cover HIV/AIDS stories. This list will be helpful as you decide which outlet you want to use.
u Keep in mind that women and children have less access to traditional media outlets (newspapers, television, radio, etc.) than men. Make sure you choose a media outlet that your intended audiences will have an opportunity to be exposed to. u Identify the key individuals who can help you determine the prevention needs of the community. These individuals may also be able to help you identify the best means to convey your message.
u Prior to communicating your message, be sure to ask specific community members to review your materials to help ensure that they are culturally and linguistically appropriate.
: The media:
u Solicit input from community members about the media outlets to which they have access. Their input can help ensure that you select the best media outlet for your message. You will want to convey your message in a format that will be most effective at reaching your audience. Be sure to think about which form will reach the most people. Keep in mind that women, men, girls, and boys have different levels of access to resources.
5)

-Community members:
Community members: Community members: Community members: Community members:
u If you are trying to reach a broad audience, mass media might be the most effective means to disseminate the message (television, radio, newspapers, billboards, etc.).
u Messages can also be effectively communicated with traditional dance, music, and theatre or other means that may be more successfully received by the community.
u Consider using community meetings, neighbourhood events, workshops, peer activities, brochures, etc.
: The media:
u Identify the format to which the local press is most receptive (e.g., press release), and tailor your message to fit that format.
u Often, a personal human-interest story is a way to attract media attention.
G Policy makers/funders: Policy makers/funders: Policy makers/funders: Policy makers/funders: Policy makers/funders:
u Policy makers respond to succinct, condensed messages about why HIV/AIDS is a problem that should be addressed (i.e., how HIV/AIDS affects them and the people they represent). Prior to disseminating your message, check to be sure that the information is presented in a way that is simple to understand. In addition, it is best to use real world examples which allow the audience to better relate to the message. Don't use scare tactics or highlight negative issues. People respond better to positive forms of information.
Communicating the Message
: 9) 9) 9) 9) 9) Select a time and place that will be Select a time and place that will be Select a time and place that will be Select a time and place that will be Select a time and place that will be most effective for your message most effective for your message most effective for your message most effective for your message most effective for your message
Choosing the appropriate time and place to convey your message should be based on when and where the target audience can best receive the message, not when it is most convenient for you to communicate the message. Also, messages can be more effective if they are disseminated in conjunction with a relevant current event (e.g., a recent conference on HIV/AIDS, AIDS awareness day, etc.).
- : The media:
u If you want a reporter to come to an event (e.g., conference, workshop, rally), give them ample time to plan for the event.
u Select your media outlet based on the time and place that the message will be heard.
u Know when your audience will be available to receive the message and use the media outlet that will fit that timeframe. 
